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• Short messages and news hot off the 
press

• Tap into what's trending/important via 
hashtags #

• Many journalists, researchers and 
politicians follow Twitter closely
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• Manage your professional identity
• Build and engage with your 

professional network
• Access knowledge, insights and 

opportunities
• Strategically message your 

research to a wide audience
• Get in touch with new 

collaboration partners or funding
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Profile
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1. Better basic then nothing

Name, headline, picture and bio = EYECATHERS
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2. Name and picture 
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3. Headline

No inspiration ? 
Try headline generator

Function and organisation 
Expertise
…
Clear and specific
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4. Bio = elevator pitch

• What Makes You Unique?
• Expertise and (work)experience
• Talents 
• Ambitions
• Successes 

• First person point of view 
Avoid jargon 

• First sentences! 
Readable 

• End = call to action
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4. Bio = elevator pitch
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5. Complete your profile
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Network
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1. Connections

• 1st-degree
• 2nd-degree
• 3rd-degree

Quality > Quantity !
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1. Connections

• Invitations
• Inmail messages
• Follow
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2. Find and follow
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2. Find and follow

• Follow #
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3. Interact!
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3. Interact!
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Posts
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1. Create your message 
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1. Create your message 
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1. Create your message 
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1. Create your message 

• Key message or hook
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1. Create your message 

• Key message or hook
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2. Use visual2. Use visuals
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3. Tags and #

• In your posts = use it smart
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4. You shall not use long URLs

• URL Shortener
• Link in picture tool 
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5. Don't be Trumpesque
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5. Don't be Trumpesque

You can use bold and Italic  https://yaytext.com/bold-italic/ 
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6. Do not ignore 😀👍💡
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7. Structure 
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Some last 
tips/tricks

1. Quality > Quantity
2. Bookmarks
3. Groups
4. Jobs 
5. Settings and privacy
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1. Quality > Quantity  

LinkedIn

2 Life savers

Save draft

Schedule
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1. Quality > Quantity

Save draft

Schedule



46

1. Quality > Quantity

Save draft
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1. Quality > Quantity

Save draft
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1. Quality > Quantity

 Schedule
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2. Bookmarks

Save now, read later
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2. Bookmarks
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3. Groups
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3. Groups
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4. Jobs
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4. Settings and privacy
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Some last 
advice

1. Each platform = each voice
2. Take time
3. Social media ≠ exact science
4.Be yourself
5. Trial and error 
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Some last 
advice

1. https://www.ugent.be/en/careerhub/
phdcareerhub/focus/tools/linkedin

2. https://www.ugent.be/intranet/nl/op
-het-werk/communicatie/zelf-aan-
de-slag/sociale-media



Thank you

University Centre for Nursing and Midwifery

DEPARTMENT OF PUBLIC HEALTH AND 

PRIMARY CARE

Charlotte Raepsaet

www.ucvvgent.be

Ghent University
@UCVVGent@NurScie
Ghent University, Skin Integrity Research Group


